This paper reports the survey results of marketing practices of 87 Chinese small ®rms in Mainland China. The ®ndings suggest that the broad small ®rm marketing principles, though speci®cally generated from the Western countries, contribute to the success of Chinese small ®rms in China. Interestingly, however, the speci®c marketing practices of these small ®rms are dierent from those of their British counterparts. Research results indicate that higher-performing Chinese small ®rms adopt the customer orientation, use a proactive approach in strategic planning, are aware and make use of marketing planning tools, adopt long-term pro®t objectives, participate actively in new product development, and introduce new ways of doing business. Also, the higher-performing Chinese small ®rms have well-organised marketing organisation and encourage free communication¯ow and interaction among employees. To have better control over marketing activities, higher-performing Chinese small ®rms frequently use marketing control devices. Thus, care should be taken before making generalisations about marketing in Western situations and in assuming that marketing tools and techniques are equally applicable across all locations.
. Higher-performing Chinese small ®rms undertake comprehensive situation analysis and are aware and make use of marketing planning tools. . Higher-performing Chinese small ®rms adopt long-term pro®t objectives and are innovative and creative in new product development and business practices. . Higher-performing Chinese small ®rms have a well-organised organisational structure to support the marketing communications. . To have better control over marketing activities, higher-performing Chinese small ®rms frequently use marketing control devices. . The research ®ndings suggest that the Western marketing paradigm may not be fully suitable for some speci®c sociocultural contexts: for example, small ®rms in Mainland China. . Care should be taken before making generalisations about marketing in Western situations and in assuming that marketing tools and techniques are equally applicable across all locations. Hiemenz, 1984) generally conclude that small ®rms contribute to economic development. This assertion is also applicable to China because small ®rms have played, for some time, a very important role in the country's economic growth (Chaichian, 1994; Chow and Tsang, 1994; Tsang, 1994) . It is expected that the private sector, mostly small ®rms, will increase its share of the nation's gross value of industrial output from 0.8 per cent in 1957 to 13.4 per cent in 2000, whereas the state sector will drop from 53.8 per cent to 27.3 per cent over the same time period (Goodman, 1995) . The research ®ndings of Siu and Kirby (1995) reveal that the broad Western marketing principles are not necessarily fully applicable to, and suitable for, some speci®c sociocultural contexts. Despite the importance of small ®rms in China's economic growth, no major research study has been conducted to examine exactly how and to what extent these small ®rms have managed to survive, grow and succeed or, more speci®cally, how they make marketing decisions, promote their products and maintain competitiveness. To date, scholarly publications on the management of small ®rms in China are few and rare. Some researchers have adopted macro, non-managerial perspectives, such as regional studies (Anyansi-Archibong et al., 1989; Chang and MacMillan, 1991) , urban development (Gold, 1989) , political studies (Wang, 1990) , sociology (Solinger, 1984a (Solinger, , b, 1992 and economic development (Tuan et al., 1986; Young, 1991) . Also, some management researchers conclude that factors such as the competitive environment (Nolan and Dong, 1990) , psychological traits (Guo, 1990 ) and the entrepreneurial spirit (Kirby and Fan, 1995) are essential to the success of small ®rms in China. However, management researchers have not acknowledged the contribution of marketing to Chinese small ®rms, a factor being regarded by management scholars (Alderson, 1965; Kotler, 1988; Levitt, 1983) as an essential ingredient for success in business.
This research intends to explore insights gained from Siu and Kirby (1995) and to provide a clearer, more systematic picture of the marketing practices of small ®rms in China. Siu and Kirby (1998) suggest an integrative approach to advancing small ®rm marketing theory and have a better understanding of the small ®rm marketing implementation process. Thus, this research blends the process model and the contingency approach in studying Chinese small ®rm marketing, in which the marketing process model proposed by Brooksbank (1990) has been adopted for understanding the marketing activities of small ®rms in China. In addition, the study embraces the contingency approach used by Siu and Kirby (1995) to identify dierent types of performing companies. The two studies were purposively selected to form a base for comparing the similarities and dierences between marketing practices in small ®rms in China (the present study) and the UK (Brooksbank et al., 1992) .
RESEARCH QUESTIONS
The research examines a number of questions, namely:
Ð What is the speci®c approach of Chinese small ®rms to marketing? Ð What are the similarities and dierences when compared with their counterparts Ð for example, small ®rms in the UK. Ð How do Chinese marketing practices and principles dier, if at all, from those adopted in the West Ð for example, British small ®rms?
RESEARCH OBJECTIVES
Researchers (Day, 1986; Wensley, 1981) argue that the traditional content approaches using formal planning procedures and logical¯ow plan models are inappropriate to the reality of planning marketing. Piercy and Morgan (1994) stated that marketing should be examined from the context approach that places emphasis on the behavioural process in making marketing decisions. This study will follow the context approach that has been suggested by some small business researchers (Brooksbank et al., 1992; Carson, 1990; Kirby, 1995, 1998) for investigating small ®rm marketing in China. Speci®cally, the objectives of this proposed research are:
Ð to examine the extent to which marketing has actually been adopted by small ®rms in China; Ð to identify the role of marketing in relation to the ®rms' performance; Ð to compare and contrast the ®ndings with similar studies in the UK (Brooksbank et al., 1992) ; and Ð to determine the applicability of the Western marketing paradigm to the situation in China. Churchill (1987) suggests that descriptive research is used when the research purpose is to describe the characteristics of certain objects. Nevertheless, Ferber et al. (1964) advocate that a descriptive study does not mean that it is simply a fact-gathering expedition, rather it is the glue of explanation and understanding, and also the framework of theory. Thus, the descriptive research method was used for this research. The survey research method, a branch of the descriptive research used for obtaining information from respondents by asking a variety of questions, has been selected. There are three common survey administered methods Ð telephone interviews, mail questionnaires and personal interviews. Though the personal interview is widely criticised (moderate response rates, a relatively high interviewer±inter-viewee bias and relatively expensive), it has proved to be a valuable method of collecting data in China (Rosen, 1987; Yau et al., 1986) . More speci®cally for this research, it allows the researcher to collect a great deal of data relating to the marketing process and decisions. The con®den-tial assurance oered by the interviewer provides a favourable atmosphere for the respondents to give sensitive data, such as relative performance in profits, sales and return on investment, compared with their major competitors. This helps to increase the response rate. Thus, a personal interview survey method was used for this study.
RESEARCH DESIGN
Sampling frame design Rosen (1987) and Yau et al. (1986) query the sampling frame and the appropriateness of contact in survey research in China. Given that there was no updated directory relating to small ®rms in China and the preliminary nature of this research, a quota sampling approach was adopted. Guangdong, the economic hub of South China and the province abundant in small enterprises, was purposively selected as the sampling province at the ®rst stage. Seven major cities, namely Guangzhou, Shantou, Shunde, Zhaoxing, Dongguan, Shenzhen and Foshan were conveniently selected as the sampling cities at the second stage. A quota sampling approach was used. Thirty companies were drawn from each city, resulting in a sample size of 210, and 189 companies were successfully interviewed. Characteristics of the respondents are shown in Appendix 1.
The instrument
The questionnaire was developed from the literature (in particular Brooksbank, 1990; Brooksbank et al., 1992; Cox et al., 1994; Siu and Kirby, 1995; Wong et al., 1994) to collect information on basic company details, marketing practices and the performance of small ®rms. To eliminate translation bias, the questionnaire was translated into Chinese and back-translated into English. The questionnaires were administered with assistance from a research team consisting of professors of universities in Mainland China. They prepared a simpli®ed Chinese character questionnaire, arranged for questionnaire printing, travelled between cities, trained interviewers, and coordinated data collection.
Data analysis
Respondents were classi®ed according to a selfassessed measure, using information supplied on the questionnaire. Respondents were asked to report how, in their last ®nancial year, their companies had performed (1=`better', 2=`the same', 3=`worse' or 4=`don't know') relative to major competitors on the following criteria: pro®t, sales volume, market share, and return on investment. Brooksbank et al. (1992) . Larger companies normally possess many more resources compared with smaller ®rms. Hence, they are more likely to attain higher performance. To determine the possible eects of ®rm size, respondents were grouped into four categories (below 100, 100±199, 200±499, and 500 and more), according to the number of persons employed. Interestingly, however, the ®ndings (chi-square value=11.972, df=6, p=0.063) in Appendix 2 indicate that no statistically signi®cant relationship exists between size and company performance at the 95 per cent con®dence level. Small ®rms in China do not depend much on size to attain higher performance. Thus, ®rm size is not an essential factor contributing to success for the sample small ®rms in China. Rather the higher company performance may be related to marketing practices. The 189 returned questionnaires were further screened by the standard de®nitions proposed by UNCTAD (1998) for small ®rms. Firms with fewer than 100 employees were selected. Thus, 87 cases were analysed ®nally. The chi-square test in the CROSSTABS routine of the SPSS/PC+4.1 computer software package was used to identify the dierences between performers across various marketing practices.
FINDINGS

Business philosophy
Two elements indicating business philosophy, the role of marketing in corporate planning and the company's approach to marketing, were studied. Nevertheless, the empty cell in Table A3 .1 of Appendix 3 has made chi-square test results dubious. However, data distribution shows support for the relationship between performance and the role of marketing in corporate planning. High-performing Chinese small ®rms give marketing a higher priority (the leading or joint leading role) than that of their lower-performing counterparts. About half of the low-performing companies (46.1 per cent) believe that marketing possesses only a subordinate or no role in corporate planning. Thus, the results suggest that marketing seems to enjoy a higher priority in betterperforming small ®rms.
From Table A3 .2 (chi-square value=6.412, df=2, p=0.041), it would seem that, at the 95 per cent con®dence level, there is a statistical relationship between company approach and performance. Of the lower-performing companies, 80.8 per cent report that they make what they can sell to whoever would buy, or place major emphasis on advertising and selling. On the other hand, higherperforming Chinese small ®rms tend to emphasise prior analysis of market needs.
Strategic analysis
Seven elements Ð the extent of strategic marketing planning, the importance attached to comprehensive situation analysis, the level of awareness and degree of usage of marketing planning tools, the approach to planning for the future, the usage rate of research carried out by the company, and the use of commissioned-in market research Ð were studied. In Table A3 .3, (chi-square value= 17.515, df=2, p50.00), it is shown that a statistically signi®cant relationship exists between the extent of strategic marketing planning and company performance. The data distribution shows that an overwhelming majority (85.7 per cent) of the higher-performing companies use strategic marketing planning, while 80.8 per cent of the lower-performing ®rms restrict marketing planning to annual budgeting or even do not have marketing planning. The results suggest that company performance and strategic marketing planning are related.
Comprehensive situation analysis summarises responses across ®ve types of situation analysis: (1) internal (company); (2) competitor; (3) market; (4) customer; and (5) wider business environment. In Table A3 .4, there is an empty cell, which has made the chi-square test dubious. However, directionally, all of the higher-performing companies place great importance on comprehensive situation analysis, while all of the lower-performing ®rms place average or low importance on comprehensive situation analysis. The data distribution suggests that higher-performing companies pay more attention to situation analysis than lower-performing ®rms do.
Tables A3.5 and A3.6 summarise the level of awareness and degree of usage of six marketing planning tools: the SWOT (Strength, Weakness, Opportunities, Threats) analysis; the Experience Curve, PLC (Product Life Cycle) analysis; Portfolio Planning Matrices; the PIMS (Pro®t Impact on Sales) study; and the Marketing Audit, respectively. According to Table A3 .5 (chi-square value=11.503, df=2, p=0.003), there is a statistically signi®cant relationship between awareness of marketing tools and company performance. Of the higher-performing ®rms, 57.1 per cent have high awareness of marketing tools, while 95.8 per cent of the lower-performing ®rms have an average or low awareness. In Table A3 .6 (chi-square value=9.882, df=2, p=0.007), it is shown that a statistically signi®cant relationship exists between the degree of usage of six marketing planning tools and performance. Of the higher-performing ®rms, 57.1 per cent use the six tools frequently, while 95.8 per cent of the lower-performing ®rms have an average or low usage rate. This result indicates that higher-performing small ®rms in China tend to use the six marketing planning tools more frequently than the lower-performing ones. Table A3 .7 (chi-square value=14.347, df=4, p=0.006) shows that a statistically signi®cant relationship exists between the ®rm's approach to the future and its performance. A majority of the higher-and average-performing ®rms adopt more proactive approaches to planning Ð forecasting, planning and making it happen. However, 70.8 per cent of the lower-performing ®rms use the approaches of monitoring and adapting to the environment. The results suggest that better-performing ®rms appear to be more proactive in planning for the future.
The results of Table A3 .8 (chi-square value=2.666, df=2, p=0.264) show that there are some extremely low-frequency counts that make the application of chi-square dubious. Interestingly, however, 96.4 per cent of the total respondents report low usage rates of commissioned-in market research. Table A3 .9 (chi-square value=3.001, df=2, p=0.223) reveals that at the 95 per cent con®dence level, there is little evidence to support the notion that there is a relationship between the usage rate of research carried out by the company and its performance. However, 68.6 per cent of total respondents reported a low usage rate of self-generated market research. These results indicate that small ®rms in China, irrespective of their performance, make little use of both formal or informal marketing research methods.
Marketing objectives
Pro®t objectives and the nature of marketing objectives are examined in Tables A3.10 and A3.11. Table A3 .10 (chi-square value=12.046, df=4, p=0.017) indicates that, at the 95 per cent con®dence level, a statistically signi®cant relationship exists between the time horizon of pro®t objectives and company performance: 57.2 per cent of the higher-performing ®rms and 71.2 per cent of the average-performing ®rms adopt medium-to long-term pro®t objectives, while 66.7 per cent of the low-performing ®rms adopt short-term objectives or have no pro®t objectives, whatsoever. Higher-performing ®rms tend to set longer-term objectives compared with their lower-performing counterparts.
Given that there is an empty cell in Table  A3 .11, the use of the chi-square test is dubious. However, the distribution shows that more than half of the high and average-performing ®rms (71.4 per cent and 60.4 per cent, respectively) adopt more aggressive marketing objectives, which are Conservative (steady growth), and Oensive (aggressive growth or market domination). On the other hand, 76.0 per cent of the lower-performing ®rms adopt conservative marketing objectives (No Speci®c Objective, Defend or Maintain Current Position Only). Higher-performing ®rms tend to adopt a more aggressive marketing strategy, compared with the lower-performing small ®rms.
Marketing strategies
In this section, analysis of the respondents' strategic marketing tactics is undertaken; for example, the focus of marketing objectives, the superiority in nine areas of the marketing mix, approaches in developing new products, and the extent of innovation in introducing new ways of doing business.
At the 95 per cent con®dence level, a statistically signi®cant relationship exists between company performance and the focus or achievement of marketing objectives. In Table A3 .12 (chi-square value=9.254, df=2, p=0.010), 71.4 per cent of the higher-performing ®rms focus on expansion and gaining market share from competitors, whereas 76.9 per cent of the lower-performing ®rms focus on cost reduction and productivity improvement. Thus, higher-performing ®rms tend to use market expansion as their strategies to attain marketing objectives, whereas the lower-performing counterparts aim at cost reduction.
Tables A3.13 (chi-square value=8.389, df=2, p=0.015) and A3.14 (chi-square value=6.052, df=2, p=0.039) reveal statistically signi®cant relationships between company performance, aftersales service and product design, respectively. A large majority of the lower-performing ®rms place the same or inferior position compared with their major competitors, for after-sales service and product design (78.9 per cent and 81.0 per cent, respectively), while 71.4 per cent of the higherperforming ®rms give higher superiority to product design.
The statistical results of Tables A3.15±A3 .24 show that there are no relationships between company performance and the companies' superior position over their competitors in personal selling, product quality, price, credit and ®nance, advertising, company/brand reputation, distribution outlet and agency support. The results suggest that the high-performing Chinese small ®rms use product design and after-sales service as the competitive edge over their major competitors. Table A3 .24 shows the relationship between new product development and company performance. However, the empty cell in Table A3 .24 has made the application of the chi-square test dubious. On closer inspection, all the higher-performing ®rms adopt an active approach in developing new products, while 76.9 per cent of the lower-performing ®rms either do not develop new products or imitate those of their competitors. In Table 3 Marketing organisation Table A3 .26 (chi-square value=11.407, df=2, p=0.004) indicates a statistically signi®cant relationship between performance and marketing organisation structure: 42.9 per cent of the higherperforming ®rms adopt a pyramid structure, while 96 per cent of the lower-performing ®rms adopt ā atter structure where middle management is absent and all marketing sta report directly to the senior marketing executive. Higher-performing ®rms tend to have a more organised structure for marketing.
Five communication¯ow methods in the marketing department, namely encouraging ideas, participative decision making, freely vented opinion, overlapping jobs and temporary task force, are applied to identify the relationship with company performance (see Tables A3.27±A3.31). As shown in Tables A3.30 and A3 .31, at the 95 per cent con®dence level, there are no statistically signi®cant relationships between company performance and the overlapping job (chi-square=3.669, df=2, p=0.16) and temporarily task force (chisquare=4.718, df=2, p=0.094), respectively. Given that there are empty cells in Tables A3.27± A3.29, the use of chi-square tests is rather dubious. However, directionally, data distribution supports the relationship between company performance and encouraging ideas and participative decision making. All higher-performing Chinese small ®rms agree that encouraging ideas and participative decision making are common in the organisation, whereas about 52.2 per cent and 47.8 per cent of the lower-performing counterparts either report neutral or disagree with the two methods, respectively. The results indicate that the higherperforming ®rms are more inclined to an open communication¯ow within the marketing organisation.
Marketing control
Among the four controlling devices, only research into market share movement is statistically proved to have a signi®cant relationship with company performance at the 95 per cent con®dence level. Details are shown in Table A3 .32 (chi-square value=7.732, df=2, p=0.021): 57.1 per cent of the higher-performing ®rms conduct research into market share movement at least once a quarter, while 79.2 per cent of the lower-performing ®rms conduct similar research with a duration of 6 months or more. As revealed in Tables A3.33± A3.35, there are no statistically signi®cant relationships between company performance and the three remaining control devices: customer satisfaction survey (chi-square value=5.836, df=2, p=0.054); lost-order analysis (chi-square value=4.140, df=2, p=0.126); and claims investigation (chi-square value=5.255, df=2, p=0.072). Interestingly, Chinese small ®rms only place emphasis on determining relative market share.
According to Table A3 .36 (chi-square value=19.031, df=2, p=0.000), a statistically signi®cant relationship exists between company performance and the usage rate of ongoing marketing intelligence-gathering systems: 85.7 per cent of the higher-performing ®rms have a high usage rate, while 96 per cent of the lower-performing ®rms have either average to low or do not make use of the intelligence gathering systems. However, there is no statistically signi®cant relationship between company performance and the use of special marketing software, as shown in Table A3 .37 (chi-square value=3.689, df=2, p=0.158). To summarise, higher-performing ®rms tend to use dierent means of marketing information systems and use them more frequently than the lowerperforming ®rms.
MANAGERIAL IMPLICATIONS
Generally, a large proportion of the higher-performing ®rms adopt an integrative and proactive approach to marketing. They believe that marketing enjoys a leading or joint leading role in corporate planning. Guided by such an approach, these high-performance ®rms proactively analyse and plan to meet market and customer needs. Also, these ®rms attain higher performance in dierent marketing-mix strategies, and are more innovative and creative in new product development and business practices. The higher-performing companies have a well-organised organisational structure to support the marketing communications. They incubate an organisational culture that supports the implementation of the market orientation by encouraging communication¯ow, facilitating structural coordination and developing marketing control mechanisms.
However, the high-performing ®rms reported an average to low rate of using market research. This might be a result of low popularity of market research in China, owner-managers' reluctance to recruit outside specialists, and the expensiveness of undertaking research. Results also reveal that the high-performing ®rms tend to adopt aggressive marketing strategies in ®rm expansion or capturing market share. Thus, they pay little attention to productivity improvement.
The lower-performing ®rms, on the other hand, stay in a more primitive stage of marketing. They treat marketing as a functional operation, and hence seldom involve it in the corporate planning process. As a result, they do not capture market needs prior to their competitors, and are forced to imitate or follow others. They are less likely to involve employees in making marketing decisions, since most of these ®rms do not have an organisational culture that encourages opinion¯ow from the bottom. Table 1 lists the dierences between higher and lower-performing Chinese small ®rms. A clear distinction between the high-and lowperforming ®rms in China is their approach to marketing. The higher-performing ®rms recognise Average or low rate of usage of ongoing market intelligence-gathering systems the strategic importance of marketing, and incorporate it into the business philosophy, which in turn shapes their direction in formulating objectives, strategies, tactics and other organisational support. In contrast, the lower-performing ®rms stay at the operational level in which they view marketing as no more important than a functional device, and, as a result, their marketing practices remain rather primitive.
DISCUSSION
The research results suggest that marketing is found to have the leading or joint leading role in a small ®rm's corporate planning and the higherperforming companies tend to use strategic marketing planning. Higher-performing small ®rms in Mainland China are customer-oriented. They conduct situation analysis and have knowledge, or use, of marketing planning tools. Nevertheless, they do little in-house market research. Though their objectives are mainly aggressive growth or market domination, they concentrate on raising volume rather than improving productivity to attain those objectives. They place much emphasis on after-sales service and product design, but less on product price and personal selling. They appear to lead the market by introducing new products and new ways of doing business. In higher-performing Chinese small ®rms, open communication is commonplace, opinions are vented freely, and constructive ideas are encouraged. Notably, however, structural¯exibility, like temporary task forces and overlapping jobs, are rarely found. Though they use ongoing marketing intelligencegathering systems, special marketing computer software packages are rarely used as marketing control devices. Table 2 provides a detailed comparison between the research results of a major Western study on marketing in small ®rms in Britain (Brooksbank et al., 1992) and the present study. British small ®rms give a higher priority to marketing than the other business functions in their overall approach to business. However, product quality, personal network, relations with government ocials or company/brand reputation appear to have a leading role in corporate planning in Chinese small ®rms. British small ®rms are customer-driven, whereas Chinese small ®rms perceive marketing as a sales function and an order-getting activity. British small ®rms have annual marketing plans, but Chinese small ®rms follow the planning practices under the central planning system and little marketing analysis is undertaken. Interestingly, British small ®rms have a higher level of awareness and degree of using situation analysis, compared with Chinese small ®rms. British small ®rms will use various forecasting methods to predict and respond to the future. Chinese small ®rms, however, do not. In contrast, higher-performing companies use in-house research to collect information, place emphasis on product performance, product quality, company/brand reputation and distribution in marketing strategy formulation, and also use customer-satisfaction surveys and special marketing software to control the marketing activities. However, these are not found in higher-performing Chinese small ®rms. In contrast, Chinese small ®rms place marketing in a leading position in corporate planning, use longterm strategic marketing planning, adopt a proactive approach to planning for the future, set aggressive marketing objectives, place emphasis on product design and after-sales service in marketing strategy implementation and adopt an active approach in developing new products. Notably, however, higher-performing British small ®rms do not exhibit these characteristics.
The reasons for these dierences are unknown. Much of the existing literature has emphasised Chinese ethnicity and culture as powerful determinants of the success of Chinese entrepreneurship. Researchers have identi®ed family, dialect and the Confucian value systems as peculiarly suited for business (Redding, 1990) . Though the cultural in¯uences are acknowledged, what are frequently ignored are the relationship between culture and environment and how the institutions themselves are embedded not only in culture but also in business and marketing practices. Thus, Brown (1995) argues that a culturally induced propensity for business may be a necessary but not a sucient condition of business success; ethnic resources could provide a competitive edge but structural and institutional factors are equally important. The analyses of Nee (1992) , Whitley (1994) and Child (1994) , support this view that institutional factors in¯uence the performance of Chinese enterprises. Thus, a simple economic or cultural interpretation of Chinese small-®rm marketing (Siu and Kirby, 1995) is inadequate. The success or failure of Chinese small ®rms can only be understood and explained by an in-depth analysis of Chinese cultural and economic institutions, as well as the macro-economic structures and environments within which they operate.
CONCLUDING REMARKS
The ®ndings of this research provide a comprehensive evaluation of marketing practices in Chinese small ®rms in Mainland China. The chi-square tests provide a detailed description of exactly how, and to what extent, these Chinese small ®rms make marketing decisions, market their products and maintain competitiveness, and also whether the marketing performers dier from one another. However, the ®ndings of this study tend to suggest that the readily broad small-®rm marketing principles, speci®cally generated from Western countries, may not be fully suitable for some speci®c sociocultural contexts: for example, small ®rms in Mainland China. Speci®cally, the institutional and cultural factors have to be taken into consideration. Thus, care should be taken before making generalisations about marketing in Western situations and in assuming that marketing tools and techniques are equally applicable across all places. Sociocultural in¯uences should be considered when attempting to understand the marketing practices of small ®rms in Mainland China. Thus, this research will progress to conduct follow-up interviews with the respondents in order to understand how institutional and cultural factors in¯uence small-®rm marketing performance. 
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